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INFLUENCE OF VARIABLE TRUST, PERCEIVED VALUE, 
BRAND ATTITUDE AND CUSTOMER SATISFACTION OF 
CUSTOMER LOYALTY CUSTOMER’S MCDONALDS 
DRIVE THRU IN SURABAYA 
 
ABSTRACT 
 
       Today, the competition is getting tougher in the services so as to 
encourage more companies to provide products and services that have high 
competitiveness. For the owner of a fast food restaurant services are 
increasingly recognizing their importance in order to achieve customer 
loyalty. The purpose of this study was to test the relationship between trust 
through brand attitude and customer satisfaction and perceived value 
through customer satisfaction of customer loyalty at McDonald's Drive 
Thru customers in Surabaya. 
The sampling technique in this study using purposive sampling 
method, so that the samples used in this study of 150 respondents. The data 
analysis techniques in this study used SEM (Structural Equation Modeling) 
and data processed using the program LISREL to analyze between trust 
through brand attitude and customer satisfaction and perceived value 
through customer satisfaction of customer loyalty. 
The results of this study reveal that trust have an influence on 
customer loyalty through brand attitude and customer satisfaction and 
showed a significant effect between customer loyalty through customer 
satisfaction at McDonald's Drive Thru customers in Surabaya. 
 
Keywords: Trust, Perceived Value, Brand Attitude, Customer Satisfaction 
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ATTITUDE DAN CUSTOMER SATISFACTION TERHADAP 
CUSTOMER LOYALTY PELANGGAN MCDONALDS  
DRIVE THRU DI SURABAYA 
 
ABSTRAK 
 
Dewasa ini, persaingan dalam pelayanan jasa semakin ketat 
sehingga mendorong perusahaan untuk semakin menyediakan produk dan 
jasa yang memiliki daya saing tinggi. Bagi pemilik restoran pelayanan 
makanan cepat saji semakin menyadari fungsi pentingnya dalam usaha 
mencapai loyalitas pelanggan.  Penelitian ini bertujuan untuk menguji 
hubungan antara Trust melalui Brand Attitude dan Customer Satisfaction 
dan Perceived Value melalui Customer Satisfaction terhadap Customer 
Loyalty pelanggan McDonalds Drive Thru di Surabaya. 
Teknik pengambilan sampel dalam penelitian ini menggunakan 
metode purposive sampling, sehingga sampel yang digunakan dalam 
penelitian ini sebanyak 150 responden. Teknik analisis data yang digunakan 
dalam penelitian ini adalah SEM (Structural Equation Modeling) dan data 
diolah menggunakan program LISREL untuk menganalisis Trust melalui 
Brand Attitude dan Customer Satisfaction dan Perceived Value melalui 
Customer Satisfaction terhadap Customer Loyalty. 
Hasil dari penelitian menyatakan bahwa Trust memiliki pengaruh 
terhadap Customer Loyalty melalui Brand Attitude dan Customer 
Satisfaction dan menunjukkan pengaruh signifikan antara Perceived Value  
terhadap Customer Loyalty melalui Customer Satisfaction pada pelanggan 
McDonalds Drive Thru di Surabaya. 
 
Kata kunci: Trust, Perceived Value, Brand Attitude, Customer Satisfaction 
Customer Loyalty 
 
 
 
 
 
